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Pertumbuhan pengguna internet mendorong peningkatan platform belanja online. 
Salah satunya adalah website pada e-commerce. Sehingga, sekarang ini sudah banyak  
e-commerce dengan ciri khasnya masing-masing. Zero Waste Indonesia merupakan 
salah satu platform belanja online sekaligus komunitas yang menawarkan produk 
ramah lingkungan atau sustainable untuk menunjang gaya hidup zero waste. Zero 
Waste Indonesia e-commerce yang berbasis website. Berdasarkan riset dan data yang 
diperoleh bahwa tren meningkatnya e-commerce, tingkat konsumsi masyarakat 
Indonesia, dan sosial entrepreneur. Namun, hal ini berbanding terbalik dengan jumlah 
pengunjung website e-commerce Zero Waste Indonesia yang masih rendah. 
Penelitian ini memiliki tujuan untuk memberikan wawasan mengenai pengaruh 
website quality, brand trust terhadap intention to use website Zero Waste Indonesia 
yang dimediasi oleh customer satisfaction. Pada penelitian ini, data yang didapat dari 
survei online. Selanjutnya, data diolah dan dinalisis dengan menggunakan metode 
Structural Equation Modelling (SEM) melalui software LISREL versi 8.8. Hasil 
penelitian ini menunjukkan bahwa brand trust berpengaruh positif terhadap customer 
satisfaction Website Zerowaste.id, customer satisfaction berpengaruh positif terhadap 
intention to use Website Zerowaste.id. Sedangkan, website quality memiliki pengaruh 
negatif dan tidak signifikan terhadap customer satisfaction website Zerowaste.id. 
Selain itu, hasil penelitian ini ditemukan bahwa customer satisfaction tidak memediasi 
pengaruh antara website quality dengan intention to use pada Website Zerowaste.id 
dan customer satisfaction memediasi pengaruh antara brand trust dengan intention to 
use pada Website Zerowaste.id. 
 








The growth of internet users is driving the increase in online shopping platforms. One of 
them is a website on e-commerce. So now there are many e-commerce with their own 
characteristics. Zero Waste Indonesia is an online shopping platform as well as a 
community that offers environmentally friendly or sustainable products to support a zero 
waste lifestyle. Zero Waste Indonesia website-based e-commerce. Based on research and 
data obtained that the trend of e-commerce, the level of consumption of the Indonesian 
people, and social entrepreneurs. However, this is inversely proportional to the number 
of visitors to the Zero Waste Indonesia e-commerce website which is still low 
This study aims to provide insight into the influence of website quality, brand trust on 
the intention to use the Zero Waste Indonesia website mediated by customer 
satisfaction. In this study, the data obtained from an online survey. Furthermore, the 
data is processed and analyzed using the Structural Equation Modeling (SEM) method 
through the LISREL software version 8.8. The results of this study indicate that brand 
trust has a positive effect on customer satisfaction Website Zerowaste.id, customer 
satisfaction has a positive effect on intention to use Website Zerowaste.id. Meanwhile, 
website quality has a negative and insignificant effect on customer satisfaction 
Zerowaste.id Website. In addition, the results of this study found that customer 
satisfaction did not mediate the influence between website quality and intention to use 
on the Zerowaste.id website and customer satisfaction mediate the influence between 
brand trust and intention to use on the Zerowaste.id website. 
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